The aggressive competitiveness refers to the company tendency to challenge direct and intensively its competitors when entering into a market 
INTRODUCTION
The word competitiveness conveys the idea of men vigorously competing with other men, each of them striving to provide superior performance, pushing the rival in his relentless pursuit to stay ahead of the other. Applying this symbolism for the case of a company in a competitive environment, some leading companies are able to sustain their strong positions with earnings above average competing aggressively, proactively and energetically starting and responding to the attacks from competitors (Ferrier, Fhionniaoich, Smith & Grimm, 2002) .
The aggressive competitiveness (AC) refers to the company tendency to challenge direct and intensively its competitors when entering into a market or to enhance its position outperforming its rivals. It is characterized by the responsiveness which may take the form of direct confrontation (face to face). The aggressive competitiveness also reflects the wish to be rather unconventional, instead of perpetuating the traditional methods of competition (Lumpkin & Dess, 1996) .
The importance of the aggressive competitiveness for the company's performance (CP) was highlighted by Dean, Thibodeaux, Beyerlein, Ebrahimi and Molina (1993) in a study on the entrepreneurial process of American companies in the global market, in which they showed that the aggressive competitiveness considerably explained more variance (37%) in corporate entrepreneurship than in any other strategic variable / structural analyzed. However, the literature review of Ferrier et al. (2002) showed that empirical studies have shown conflicting results.
If on the one hand, some studies suggest that successful companies compete more proactively and aggressively, on the other hand, other studies show that companies presenting decline are more motivated for an aggressive competition (Covin & Slevin, 1989 Ferrier et al., 2002 . At the same time the study of Covin and Slevin (1991) indicates that aggressive companies when compared with conservative companies, presented higher averages in relation to foreign financing, services, warranties, advertising, innovative marketing, price, product quality, patent and innovative operations. The focus of the competitive dynamics is in the market imbalance when a company works in an aggressive manner (Ferrier, 2001 ).
FUTURE STUDIES RESEARCH JOURNAL
Researchers in this field have investigated the impact of the initiator, the competitive attack, the competitive environment, the aggressive response, often testing relationships between these factors and the industry or company performance (Stambaugh, Yu & Dubinsky, 2011) . However it has not yet focused on the strategic motivations or guidelines behind the attack or on the direct relationship between the aggressive competitiveness and the retailer entrepreneurial company performance through a hybrid study.
To get an idea about the importance of the retail sector for the Brazilian economy, over the period [2005] [2006] [2007] [2008] [2009] [2010] [2011] [2012] [2013] [2014] , the average retail growth was 7.10%, much higher than the average GDP growth in Brazil, which was 3.5 % in the same period, i.e., retail was twice as much the GDP growth.
Also, in terms of people who work in the Brazilian economy, retailers ranked second; it was seconded only by the public administration, in 2013. Retail is the largest private formal employer in Brazil with 3,700 jobs created in ten years, representing 20% of all formal jobs in the private sector (Institute for Retail Development [IDV], 2015) .
As companies in the retail sector are important for the Brazilian economy, since, according to the IDV (2015) , there is still a room of 30% for this sector growth within the GDP, it increases the need to understand how the aggressive competitiveness (AC) is related to organizational phenomena specifically to the retailer company's performance (CP). Thus, the research questions that are intended to be investigated are: Is the aggressive competitiveness really an important factor that affects the company's performance in the retail sector? Is it correct to say that the higher the aggressive competitiveness, the greater the retailer performance? Are the retail large and medium sized companies more aggressive than the micro and small sized ones? Through a qualitative study (study of multiple cases with eight companies) and quantitative (through survey with 64 companies), this research brings contributions to the strategic management of retail companies. First, it highlights the importance of exploring the AC dimension to improve the CP, a concept that is already a strategic tool for entrepreneurial companies (Lumpkin & Dess, 1996) . Therefore the works on aggressive competitiveness are extended when incorporating its effect on the retail companies' performance. The second contribution is the analysis of the company size factor in the relationship between AC and CP. In this research, it is aimed to generate subsidies that assist companies to adopt a more aggressive attitude in their strategic decisions. degree, on the environment in which the company operates (Covin & Covin, 1990 ).
The threat-rigidity theory suggests that there is a general trend whereby, the decision makers behave stiffly in threatening situations. Staw, Sandelands & Dutton (1981) advocate that situations of threats, such as deteriorating financial conditions and / or market share, lead decision makers to restrict the information process, to centralize the control and preserve the funds. Other authors have identified that decision makers will be driven for the short-term in situations of impending crises. In their turn, Smart and Vertinsky (1984) suggest that few sources of information are consulted in situations of crisis, which explains the reasons why, in these situations, there are few solutions available.
A trend that shares the traditional view of the strength-weaknessopportunity-threat performance model suggests that companies are able to get and improve their performance only when their strategies explore opportunities or neutralize threats (Barney, 1991) . Another trend shares the idea that aggressiveness is consistent with the hyper-competitiveness model. In this case, the attack speed and of multiple and competitive strategic tactics will be beneficial to the company performance. Thus, aggressive companies try to overcome their rivals in the market acting quickly, proactively and with strength (Ferrier et al., 2002) .
There is yet another current which follows the dynamic competitiveness line within the business strategy area focused on the strategy idea as competitive action (Ferrier et al., 2002) . Consistent with the corporate entrepreneurial vision and hyper-competitiveness, the aggressiveness through the number of competitive actions and the speed with which they are implemented, in terms of starting an attack or to respond to the competitor, were found as being the strongest, the most consistent and the most robust construct in the dynamic competitiveness line (Ferrier et al., 2002) .
Regarding the vision of the strategic behavior, the industry structure, the barriers to the entry, the sector growth, the industry concentration degree and the organization previous performance influence in the company's motivation to compete aggressively. In general, managers (Ferrier, 2001 ).
In addition, the literature of industrial organizations economics and corporate strategy widely recognizes that companies which are market leaders often present economies of scale and scope, entry barriers, learning curve, low marginal cost, robust source of funds, market position and reputation. In this sense, in order to maintain its leading market position, such companies may undertake an aggressive behavior, such as price reduction, product proliferation, advertising and increase in its production capacity and scale. Thus, leading companies would be more motivated to present a more aggressive behavior than the small companies (Ferrier et al., 2002) .
At the same time, the social context, the decision-making process and the organizational culture influence the relationship between the aggressive competitiveness and the low performance, especially in the case of companies that present a high heterogeneous management, since this type of administration generally develops a conflicting decision making process characterized by intense debates, discussions and long meetings.
This type of feature in the decision-making process will impact the company aggressiveness level. Moreover, previous researches suggest that the industry's characteristic in which the company operates influences in the managers' sensitivity and perception in relation to the competition intensity inside this sector, which in turn influences in the business strategy choice and consequently on the company aggressive competitiveness (Ferrier et al., 2002 Thus, surviving and competing in a hostile environment is difficult for large and already established companies and for small businesses, the adverse impact of hostility probably represents an even greater threat (Covin & Slevin, 1989) . As new companies are much more likely to fail than established companies, the researchers defend that an aggressive posture and intense competition are critical factors for the survival and the success of new players (Lumpkin & Dess, 1996) . Thus, small businesses seek to minimize the associated risks when operating in hostile environments through a competitive stance that is not particularly risky. And as they have limited funds and consequently limited capacity to survive to bad management decisions, the costs associated to such decisions are considerably higher in hostile environments than in benign ones, since they expose the company to greater risks (Covin Covin, 1990 ).
Furthermore, the competitors' responses to an aggressive posture are generally less predictable than their responses to a more passive posture. Thus, small business managers usually think that the best way to ensure the company's feasibility in hostile environments will be to adopt a more passive attitude. However, given the scarcity opportunities of products to the markets and the need to vigorously defend the position in the industry, in these environments, small businesses constantly reach their goals only through an aggressive attitude in an attempt to increase their market share, which possibly will undergo retaliations from the largest competitors (Covin & Covin, 1990 ). Covin and Slevin (1989) have shown that small companies in hostile environments generally present better performance when they demonstrate high aggressive competitiveness. These results are corroborated by the research of Covin and Covin (1990) Lastly, the study of Andrevski, Richard, Shaw and Ferrier (2014) showed that the AC (aggressive competitiveness) is an explanatory mechanism of the relationship between a racially diversified management and the CP (company performance). Racially diversified companies presented better performance than others whose management is more homogeneous because they can release new competitive actions more often. Therefore, according to the literature notes, the following hypotheses are formulated. Due to lack of adequate structures or typologies that offer insights on aggressive competitiveness in the retail market, a combination of qualitative methods was used (multiple cases study) and quantitative (survey) to form a more complete picture of a phenomenon. According to Shah and Corley (2006) , the benefits of combining mixed approaches far outweigh the costs of time and effort and can contribute to a much broader understanding of the subject and thereby help formulate theories and strategies on aggressive attitude (Malhotra, 2012) .
HYPOTHESES DEVELOPMENT

FUTURE STUDIES RESEARCH JOURNAL
This research was developed in two phases. In the first phase it was used a qualitative approach in order to provide better insight and understanding of the problem context on the relationship between aggressive competitiveness (AC) and retailer company performance (CP). Then in the second phase it was used a quantitative approach to conclude on the variable relationship in the tested hypothesis. The objective in this research was to seek to identify the importance of the aggressive competitiveness for the company's performance in the retail sector, through a hybrid study of a sample by judgment of non probabilistic data, without worrying about other factors such as environment, the company culture, the managers' characteristics, etc.
FIRST RESEARCH PHASE: QUALITATIVE
Among the qualitative study methods, it was chosen the case study that, according to Eisenhardt (1989) , is a research strategy that focuses on the dynamics understanding in a given studied case and may also use an intrinsic model with multiple levels of analysis within a single study. The choice of more than one case for the development of this study characterizes it as being of multiple cases which, according to Yin (2010) , is adopted when " the researcher goal is to expand and generalize theories (analytical generalization)", which is allowed through the observation of evidences in different contexts without necessarily consider the sampling logic.
Considering that little is known about the aggressive competitiveness influence in the retail sector companies' performance, it is valuable to observe this phenomenon of interest from a qualitative perspective and through an adequate number of cases in order to obtain general information. Due to the exploratory nature of the case study, it is difficult to determine the most appropriate theoretical basis for the cases selection before the data collection (Block, Meijboom, Luijkx, Schols & Schroeder, 2014) . Thus, it was selected companies that apparently had similar results regarding to performance. The selected organizations were similar in the following respects: main operating area: retail; and more than five years of operation.
Regarding the type of the qualitative research procedure, it was used an uncovered direct approach. (Dess, Lumpkin & Covin, 1997 ).
An ethical stance was adopted for the development of in-depth interviews by both, the interviewers and the interviewees. All interviews were recorded on digital process with the prior express knowledge and consent of the interviewees. It were formulated questions in an informative way, not accepting answers like "yes" or "no" and probing the interviewee (Gibbs, 2009; Bardin, 2011; Malhotra, 2012) .
Then the interviews were transcribed to be analyzed. The interviews analysis was done in an analytical and interpretative way, through the use of content analysis, which, according to Bardin (2011) , takes into account the meanings, seeking to know what lies behind the words and getting to know realities through the messages using a deduction mechanism.
SECOND RESEARCH PHASE: QUANTITATIVE
In the second phase of the research, quantitative, it was used, as a tool for data collection, a survey over the Internet for measuring the independent variable (aggressive competitiveness -AC) and the dependent by e-mail to the research target audience: owners / CEOs and / or directors from various sectors of the economy. The prioritization of these individuals was due to the fact that they are directly involved in the strategy and policy formulation of the company or business unit.
In compliance with the sampling criteria, the sample was heterogeneous as to factors such as size (through number of employees), age and company headquarters. The variation in the sample has the potential to increase the results generalization (Dess, Lumpkin & Covin, 1997) . The questionnaires were answered by 68 managers from 64 companies. Four questionnaires were excluded from analysis due to the fact that there have been more than one respondent from the same company and, in this individual case it was used the response of the company's hierarchically more senior respondent. Thus, the resulting survey sample was comprised of 64 retail companies from many different sizes and years of operation.
Scales
Multi-indexes were used to measure the independent variable, the aggressive competitiveness (AC), and the dependent variable, the company's performance (CP). The company size and the activity sector were controlled in this research due to the expectation that the AC and the CP may vary systematically with these variables (Dess, Lumpkin & Covin, 1997 Covin, Green & Slevin, 2006 .
Aggressive competitiveness
This construct was measured using three items from a seven-point Likert scale adapted from Covin and Covin (1990) . The higher the average, the more aggressive is the company. This dimension was operationalized by means of an adapted version to the current study of the scale proposed by Gupta and Govindarajan (1984) . Considering the total of 100 as the final classification, determine the degree of importance of the items of Table 1 for your company / business unit. The sum of scores given to each of the performance indicators should be equal to 100. It was then requested the respondents to indicate on a Likert sevenpoint scale ranging from (1) very dissatisfied up to (7) very satisfied, their satisfaction degree with the company's performance (Table 2) . Gupta and Govindarajan (1984) Each level of importance was multiplied (Table 1) by the respective satisfaction degree (Table 2 ) in order to obtain the weighted CP index for each company. The choice of a subjective measure was due to several reasons. First, small companies are very reluctant to provide financial data.
Thus, more complete data of financial indicators could be obtained with subjective measures. Second, financial data of private companies are not publicly available, making it impossible to verify the accuracy of any CP indicator. Third, when assuming the accuracy of the reported data, such data, in case of small enterprises are difficult to be interpreted. Finally, performance data are affected by factors associated with the activity sector (Covin & Covin, 1990) .
Company size
The measure of company size used in this study is the number of employees, as reported by the interviewees, following the classification of commerce / services up to 9 people.
Technical analysis of the data
Aiming at evaluating the relationship between the independent variable (AC) and the dependent variable (CP), it was used the Pearson correlation analysis (r). In the data analysis phase, the linear regression was used, according to the conceptual model: CP = 0 + CA and variance analysis. First, to test H1 it was used the linear regression model with the objective of evaluating the relationship of the dependent variable (CP) with the explanatory variable (AC). To test H2 it was used the comparison of means of a factor aiming to check whether there is the size factor effect, in other words, if the averages of the groups (micro / small and medium / large) are different.
PRESENTATION AND RESULTS ANALYSIS
PRESENTATION AND ANALYSIS OF THE RESEARCH FIRST PHASE -
QUALITATIVE
The data evaluation was performed through the analysis of the informants' speech content. It was explored how managers used the aggressive competitiveness in the business world over the company's life cycle. The events described also bring interesting evidence regarding the relationship between aggressiveness and other organizational variables such as environment, structure, decision-making process and funds. Finally, it is worth noting that the performance during this period was essentially resulting from the aggressive competitiveness that the company was able to In case 2, it was observed that when using the benefits of having two complementary businesses, the company could better monitor the market, implementing the necessary changes to improve its performance against the competition:
[...] Through the agency we found out that there is a peculiarity in the law allowing that, when exploring a new tourist destination, for experimental time, it is possible to create a non-stop flight, even if the company does not have this route. As a result the company now has a regular flight to Bariloche [...] (company manager).
In case 3, the best way of aggressiveness is to offer superior quality products, to have an aggressive and segmented marketing:
[...] The most curious thing is that our biggest competitor showed up within Brazil and not abroad, as we had imagined. Seeing the success of our products around the world, the competitor Grendene launched the Ipanema brand which bet on Gisele Bündchen as the advertising girl to win the international market. We continue to be leaders in all the countries because it is the product that needs to be acknowledged and not a person. special feature no competitor in Brazil or abroad will be able to achieve so soon [...] (executive director of the company).
The case 4 supports partly the case 3, when using as a way of aggressive competitiveness a product with differential in relation to the competition. In addition, they seek to monitor the competition pretty closely:
[...] Our main competitors are the magazines Gula and Menu, which I accompany monthly to know what they are doing. Apart from that, we make a measurement in 100 important newsstands in São Paulo to know how many magazines were sold in each one and we are always the second one in sales among five titles. One of the reasons is because we cost R$ 1.00 more. Our differential is the number of recipes we publish: an average of 40 per issue twice as much the competition. We are also the only publication that has international columnists [...] (co-owner of the company).
In case 5, large part of the success at the beginning of the business was the result of an aggressive stance before the competitors by offering quality products and low prices when entering a new market, gaining position of the direct competitors:
[...] On the first day the store was crowded. We had to close the store every two hours to be able to clean it up, such was the dirt caused by the great movement of customers. The success of the first store was due mainly to the low price. The cheapest product was the orange juice, R$ 1.50. The most expensive, the sandwich cost R$ 5.50. My main competitors there, were the street vendors and the vans. My differential, believe it or not, was the filtered water [...] (co-owner of the company).
Strategic managers often face the difficult task of deciding whether to seek or to avoid competitive clashes. The consequences of adopting an inadequate aggressive competitiveness can be very expensive, since the choice for an aggressive stance will have direct impact on the company's strategy and, ultimately, on its financial performance. Such competitiveness will depend to a greater or lesser degree on the environment in which the company operates. If the analysis is made through the threat-rigidity theory, it is suggested that there is a general trend in which the decision makers behave rigidly in threatening situations. If the analysis is made through the strategic vision behavior, the industry structure, the barriers to entry, the sector growth, the industry concentration degree and the company past performance influence in the organization's motivation to compete aggressively, facts perceived by the cases of this research, corroborating the study Covin and Slevin (1989) , Covin and Covin (1990) , Lumpkin and Dess (1996) Thus, starting from a study based on theoretical reference and exploratory study (case studies) with eight retail organizations, among which five presented aggressive stance characteristics, it is proposed that the aggressive competitiveness is directly related to the performance of the company to be investigated in the quantitative phase. It is clear that the dimension aggressive competitiveness will not be always present in all companies. This will depend on several other factors such as environment, company size, etc. The Cronbach's alpha coefficient was 0.70, exceeding the 0.60 value suggested by Van de Vem and Flerry (1980 apud Zahra & Covin, 1993) .
Therefore, the scales are sufficiently reliable for the analytical purposes of the study.
To test the hypothesis H1 of the study, it was used the linear regression using the SPSS software. the corporate entrepreneurship process (Dean et al. 1993) . Apart from corroborating the researches of Covin and Slevin (1989) and Covin and Covin (1990) for the AC of small sized companies; the studies of Ferrier (2001) and Ferrier et al. (2002) Regarding the effect size between the aggressive competitiveness and the company's performance, it was observed that it does not influence the aggressive stance of retail companies and it does not exist the effect of the size factor in the aggressiveness of retailing companies (p = 0.522).
However it is observed a trend of the medium / large companies (Mean = 5.08) to operate more aggressively than the micro / small companies (Mean = 4.84). Therefore, the hypothesis H2 was not supported. This result is somewhat surprising because it diverges from those of previous researches like those of Lumpkin and Dess (1996 ), Ferrier et al. (2002 ) and Stambaugh et al. (2009 , suggesting that company size is an important factor influencing the relationship between AC and CP.
CONCLUSIONS AND IMPLICATIONS
Very often the company senior management faces the difficult task of deciding on adopting certain aggressive stance or not, as a strategic management mode. This research aimed to explore and confirm whether the aggressive competitiveness impacts the retail companies' performance, as well as if there is effect of company size factor in this relationship. In this article, it was advocated that researches on aggressive competitiveness may present promising results when using hybrid studies as proposed by Harrigan (1983) . The main assumption of companies with entrepreneurial attitude and aggressive stance is that they are more effective in recognizing opportunities, overcoming adversity and, in times of uncertainty, they tend to perform better throughout their existence.
FUTURE STUDIES RESEARCH JOURNAL
In the analysis of the multiple case studies it was showed that the awareness of the business environment, the motivations to achieve a superior performance and the capacity for reflected action starting from an aggressive competitiveness perspective and from a practical vision suggest that the companies procedures and routines are translated into aggressive behavior in the market. Moreover, this propensity to know and implement aggressive behavior actions has a direct positive relationship with the company's performance. The results also suggest that companies with a growing emphasis on leadership are more likely to get performance gains starting from an aggressive stance.
The initial reaction of a company in a business environment can be adopting the same attitude that it has been using over the years. However, evidence gathered through survey of 64 retailing companies of various sizes, regression analysis and ANOVA -(Analysis Of Variance) allow the conclusion that several companies boast competencies associated with the entrepreneurship, and that the aggressive competitiveness is related to the company's performance, confirming results from previous works (Covin Slevin, 1989; Covin and Covin, 1990; Dess & Lumpkin, 1996; Ferrier, 2001; Ferrier et al, 2002; . Andrevski et al, 2014.) ; the company size does not influence in this aggressive stance, rejecting results of previous studies (Lumpkin & Dess 1996 , Ferrier et al, 2002 Stambaugh et al., 2009 ).
CONTRIBUTIONS FOR THE THEORY
As for the theoretical implications, it is believed that the present work has contributed in the added value to the theory and to the retailing companies that, when adopting an aggressive attitude and this attitude is related to the performance, these companies suffer influence of the sector It has been shown that the aggressive competitiveness strongly influences the retail company performance. These results empirically support the works of Covin and Slevin (1989) , and Covin and Covin (1990) , Lumpkin and Dess (1996 ), Ferrier (2001 ), Ferrier et al. (2002 and Andrevski et al. (2014) and that the retail sector companies can gain competitive advantage because they are: (1) the first to initiate competitive actions when dealing with competitors; (2) the first to introduce new products / services / technology / management techniques; and (3) adopt a competitive stance to face the competitors. Thus, this study offers empirical support for assumptions not previously tested that the AC affects the retailer CP in order to compete more effectively.
However, the supplementary analyzes of this study refute the empirical results of earlier works of Dess (1996), Ferrier et al. (2002) and Stambaugh et al. (2009) that company size is an important factor influencing the AC and hence the CP since there was no significant difference between the AC of midsize / large and micro / small companies in the retail sector. Thus, this work offers empirical support for assumptions not previously tested in the retail sector.
PRACTICAL IMPLICATIONS
For managers, it is encouraged that in order their companies to be sustainable and achieve success, they must adopt the ideas presented here, as they may be a better or easier way to achieve their goals. A company can benefit from a more aggressive stance, seeking to challenge its competitors, since this attitude is beneficial to get a better performance.
This implies that their companies need to have AC in an attempt to overcome their competitors and achieve financial success. In order to promote a more aggressive stance, two things are suggested. First, to have management focus on identifying, implementing and appropriating of strategic processes that generate aggressive competitiveness, first useful step in the pursuit of its effectiveness and a better performance. Second, senior management must cultivate good relationships with members of its team and subordinates to encourage them to generate ideas that create a more aggressive approach to identify opportunities.
In addition, the practical cases studied here corroborate the AC influence on the CP. Specifically, they demonstrate the importance of AC for the company's survival and growth in increasingly dynamic, turbulent and competitive markets. To offer products with superior quality, products with differential over the competition, products presenting superior quality and low prices when entering a new market gaining position of direct competitors, to have an aggressive and segmented marketing and be always monitoring the competition are some of the ways to increase the AC.
LIMITATIONS AND SUGGESTIONS FOR FUTURE RESEARCHES
Some provisos in the study should be pondered. First, it was used a sample of 64 companies of non-probabilistic data. However, considering the difficulties to obtain data on entrepreneurship, the scarcity of empirical documentation on the relationship between AC and CP, as observed Zahra and Covin (1993) , and that in Brazil, very little is known about this relationship, the sample has statistical validity to the study purposes, as suggested by Hair et al. (2009) .
Second, due to the absence of objective data, this study was based on subjective measures of the main variables. Although it has been taken actions to avoid biased answers, it is possible that the answers given by managers contain a desire to present an aggressive stance and thus somehow it masks the analysis object of the research. Finally, the confidence in the data provided by a company single respondent is generally considered acceptable in strategic management studies. In retrospect, however, the use of multiple respondents per company might have been preferable for greater data reliability.
As for the researches suggestions, future works could examine under what environment conditions, external to the companies (the sector competition intensity, economic conditions, environmental uncertainty degree) and the companies' internal conditions (size, market share, innovation degree) are correlated and influence their results. Thereby, the studies could empirically test the theoretical propositions validity applied to the Brazilian context.
In addition, it is suggested to check the senior entrepreneurial management effect as an AC antecedent of the company and hence its impact on the CP, since the research result of Blackford (2014) indicates that an aggressive senior management did not significantly affect the company's AC, but the study of Andrevski et al. (2014) showed that companies with a more racially diversified management competed more aggressively and the AC was an important mediator of the relationship between management racial diversity and the CP.
